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From 1981 to now, real estate industry has been one of mainstay industries in 
china, which has completed its rapid growth process of development. In China, to real 
estate plays, the governmental regulation and control a very important role, but 
marketing strategy also plays an irreplaceable role in our the market economy system. 
Enterprise can stand out from the crowd only based on a deep analysis and scientific 
and effective planning marketing.In 2011, with "the eight new national regulation" 
showing regulation about measures of control explicitly, comprehensive monetary 
tightening and the following up local policies: Housing property tax policy in Shanghai 
and Chongqing will blow the speculators, etc, it keep on holding previous national 
regulation about real estate without changing. At the beginning of 2012, a series of 
problems always contain the development of Chinese economy such as the real estate 
market sluggishness, investment lack, overseas demand shortage , a slackening of the 
small and medium-sized enterprise with financing difficult s, etc. under the pressure of 
a obvious economic descending trend, our country has adopted a series of measures 
such as the central bank reduce the deposit reserve ratio for two time in less than three 
months successively, and real estate in Guangzhou also undergoes the test. 
The program called shangshangmingzhu is a residential project developed by 
XinYe real estate enterprise located in Panyu Guangzhou, which located north of the 
Asian games avenue in Shilou , east of ShiQing road, and its product is shops, houses 
and villas.First of all, the paper make a overall trend of analysis and prediction about 
real estate from that three aspects: the state, city, the project area. Second, combining 
with the project characteristics itself , analysing the competition environment and 
summarizing the advantages and disadvantages of the program itself. Third，through 
the demand survey of the project in market ,we get the information of customer type, 
customer demand preference and house purchasing characteristics based on occupation 
segmentation. Last, according to the above analysis, establishing whole strategy and 
















It’s to establish marketing planning from the point of view of the whole marketing 
but only paying attention to traditional marketing methods , that is, marketing strategy 
analysis from various aspects such as the market environment, competition market, the 
market demand, the customer, product positioning, product promotion and so on. 
Through the discussion and research in real estate marketing planning, I hope to 
summarize a set of practical and feasible real estate marketing planning framework for 
providing decision support of enterprise development real estate project. 
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